Commander 

Direct Marketing Program 

Preliminary Objectives and Initial Program Overview 


OBJECTIVES t 

o Obtain trial of Commander by competitive 
non-filter smokers. 

o With coupons and special introductory offers, 

drive consumers to retail to purchase Commander. 

o Encourage repurchase through additional coupons and 
continuity offers. 


AUDIENCE ; 

o Male, non-filter smokers 45-65 years of age. 

Note: Non-filter smokers tend to be very loyal 
with little outswitching appearing from the 
category. 

o current Status: 

187M known competitive non-filter names on PM 
database. 

Out of approximately 500M names that could 
possibly be non-filter smokers of Lucky, 
Camel,Pall Mall or Chesterfield, we would 
hope to add 175M names to program. 

Total desired quantity: 362M 


CONCEPTUAL PLAN : 

o Based on above objectives, two mailings will be 
delivered in 1991 with one or two to follow in 
1992 consisting of product sell messages and 
coupons. 

o No specific name generation effort planned 

initially. Instead, will look further at the 
unknown filter names currently on database to 
infer if any are competitive non-filter candidates 
for the Commander program. Most traditional 
methods are too broad scope for this narrow 
audience. In addition, current on-going 
aggressive name generation plans may yield names. 

TIMING : 

o Product Launch is Mid-May. 

o Direct Program to mail four weeks later; Mid-June. 

BUDGET : 

o $2.9MM 

o Use $4/mailing as a guide (The $4 includes any 
coupon redemption) 
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